








Tobacco Company Mark Young 


NY Metro Region 


July 14, 1997 


To: Don Fitzgerald 


Subject: Your Voice-Mail/ “How Things are Going with No Bull” 


Dear Don, 


At the end of last week, we had a mid-year meeting with all Managers and listed below are their 
comments on the Winston “NO BULL” launch: 


Direct Account Inventories: Overall the new graphics are flowing through the system very well 
(with the exception of Winston Ultra’s and Select Lights). We have been very 
successful in shipping out excessive direct account inventories on specific brand 
styles to identified high volume Retail Accounts. In most cases they are very 
receptive to taking the old graphics with a deep discount. 


Direct Chain Inventories (Dwane Reade / ShopRite / Pathmark): due to the way that these chains 
manage their warehouse inventories (normally less than 1 weeks inventory on the floor), 
the old graphics have totally been moved out. No problems exist. 


Retail Inventories: 
O When looking at the normal Sales Rep call in the City (100+ cartons weekly) which 
are 92% independent, the new graphics are flowing into distribution very fast. This is 
driven by the fact that most stores don’t carry heavy inventories ....for once it works to our 
benefit. Product returns in August should be “Minimal” in this large portion of our CIV. 


Q The stores that appear to be a problem with old graphics are primarily the lower volume 
chain drug stores (Rite Aid, CVS). These stores do carry an extremely good stock level, 
especially on our marginal brands such as Winston Ultra 85, Winston Ultra 100, Select 
Light and Select Light 100, Even with deep discounting, many stores wil! not be able to 
move all the old graphics out due to the large quantities. We will have returns with these 
low volume Drug stores .... “Most Likely”. 
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Retailer Comments: Overall Retailers are very receptive to the change in Winston. The 
comments have been extremely favorable with the change to all “Natural” ..... and in many 
cases the Retailer will “Talk it Up to the Consumers”. At the same time, since this is a 
totally New Winston, the Retailers are more willing to order in the Box styles that they 
are currently not handling. Bottomline, the Retailers think that we have a good new 
product, great packaging and a strong promotional plan in place. 


Packaging: As with the overall change in Winston’s product, the Retailer’s are also 
receptive to the new packaging (asa group). They seem to realize that a totally new 
product inside the pack ..... at the same time, needs a new Package to get the smokers 
attention. Most Retailers say that the new “Wrap-around Graphics” are unique, attractive 
and should appeal to the younger adult (21+ age group) smokers. 


Promotions: With the importance of having promotion in the stores throughout this 
region (to stay competitive), all Retailers are excited that we will deep discount the old 
graphics once the new package hits the store. Once we get through the old graphics, the 
Winston National promotions will kick-in. Naturally, all retailers like BSGSF offers .... 
and to a lesser degree, the premium promotions. The 2 pack hat and the 2 lighters with 2 
packs are both promotions that even our Retailers feel will do well with the consumers. 


Consumer Comments: 


O We’ve found out that it is now much easier to convert a Marlboro smoker to the new 
Winston, when compared to our prior attempts when Winston had nothing new to say. 
The fact that Winston now has “No Additives” is the key to once again getting someone to 
try Winston again ..... and it works. 


Ü Several smokers have commented to our sales people that they like the new look of the 
Winston pack. 


Q “The Winston Lights appear to be much smoother ..... not harsh like before” 


O When explaining new Winston to consumers ....... Almost all smokers are unaware of 
the additives currently in cigarettes and when asked if they would smoke a “No Additive 
Winston” ....... almost all say they would try the new Winston. This emphasizes the 
importantance of getting the No Bull / Stick to Stick advertising everywhere. This point 
with the “Stick to Stick” advertising is a primary accountability for all Sales / Retail 
Representatives in the region. 


No Bull Advertising: It’s really too earlier to give any comments on the No Bull advertising. 





We’ ve received shipping memo’s on the PDI / POS, however as of Friday, nobody has 
received these support materials. The Stick to Stick cards are now at retail and prove to 
be an excellent selling tool ..... not only for our Sales & Retail Representatives .... but also 
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the store employees. We’ve honestly been shocked, in this marketplace with so much 


diversity and different nationalities, Retailers are actually talking about the all Natural 
Winston to Customers! 


The big “Winston Meeting” in Atlantic City has proved to be well worth the cost in terms of 
getting all the Region employee’s totally into this re-introduction. Every division and Retail 
operation has set focused accountabilities for the period of June to September that will ensure 
strong penetration all the way down to the smallest retail store selling cigarettes. The Winston 


brand group has given us the “Right Tools” to reconstruct Winston in this marketplace. I 
personally think this is going to work! 


Sincerely, eer 
Mark Young 


cc: Dave Wilmesher 
Mike Shaw (as information) 
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